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[bookmark: _Toc40424919]Executive Summary
This report mainly describes the market environment of Starbucks, analyses the macro environment and microenvironment of Starbucks and makes reasonable marketing strategies
First, the paper introduces the definition of the theoretical model SOSTAC and the background information of Starbucks. Then, it analyses the microenvironment and macro environment of Starbucks by PEST and SWOT. Through the analysis of Starbucks, it can get some problems of the company, and put forward the feasible target market strategy. Starbucks, for example, can launch new and low-cost products to attract middle-class and working people and recycle lost customers. With the development of e-commerce, Starbucks can focus on the common development of online and offline and improve its service quality. This report also analyses the targeting, segmentation, and positioning of the Starbucks market. In addition, it makes marketing strategies for Starbucks through market mix, and analyses and develops strategies for Starbucks products, prices, promotions, and locations. Then the specific implementation steps are given. In short, the steps to improve the service quality of Starbucks, how to quickly add new products and online and offline common development steps. Finally, it gives the specific methods of how to evaluate and monitor Starbucks in the implementation of these steps.
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[bookmark: _Toc40424921]1.1 SOSTAC
SOSTAC is a planning model, which can be used in all kinds of business situations. It mainly consists of situation analysis, objectives, strategy, tactics, actions and control. Many specific situations, including direct marketing and e-marketing, are considered in this model (Swan, 2019).
[bookmark: _Toc40424922]1.2 background of organisation
Starbucks is the first store opened in Seattle in 1971 by Jerry Baldwin, Gordon Bowker and Zev Siegel. Now Starbucks has become the world's leading coffee marketer, retailer and roaster. The company's business more than 80 countries, the largest of which are in the UK, Japan, Canada, China, etc. Starbucks has more than 30000 stores by 2019. It has a strong operation network, which can effectively solve the needs of more than 30000 stores. Starbucks offers a series of excellent products, including coffee, handmade drinks, baked cakes, et al. The main business model of the company is the store operated by company-operated stores and licensed stores. Starbucks has always been committed to using ethical purchasing practices to grow all coffee with the highest quality standards. The company's goal is to build a great and lasting company, which has achieved a balance between profitability and social conscience and is cantered on its partners, coffee and customers. In addition, a comfortable in store experience is also a feature of Starbucks. In store services include unique store design, beautiful music, unlimited use of the Internet, and no attraction. The company has won considerable brand loyalty, market share and company value in the world with its high-quality whole bean coffee and excellent service (Starbucks, 2020). 
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Environmental analysis is a tool to evaluate the production and operation of enterprises. It is mainly composed of external environment and internal environment. The external environment consists of macro environment and micro-environment. The four factors of macro environment include politics, economy, technology and social culture. The internal environment includes the material environment and cultural environment of the enterprise. Its main purpose is to identify the advantages and disadvantages of the enterprise, to find the external development opportunities and determine the enterprise strategy (Nordmeyer,2019).
[bookmark: _Toc40424924]2.1 Macro environment Analysis 
PEST
PEST is an environmental analysis method, through which companies can analyse the external environment of the company, such as politics, economy, society and technology, so that the company can use a better way to deal with these external factors to make the company more competitive (Kenton, 2020).	
Political
Political factors have an impact on all businesses. There is no doubt that Starbucks' operations have been influenced by politics. Because Starbucks operates globally, companies must deal with the impact of politics in different countries. Now raw materials have become an important political factor affecting the normal operation of enterprises. Specifically, Starbucks must strictly abide by the social and environmental norms for the purchase of raw materials. If such norms are ignored, it may have a negative impact on enterprises. In other countries, political turmoil may affect Starbucks' supply chain and daily operation and profitability (Pratap, 2018).
Some local laws also have a great influence on the company. For example, tax policy is a great influence on companies. It determines how friendly a country is to its companies. In addition, it is worth mentioning Starbucks' tax scandal in the UK. During the 15 years from its establishment in the UK to 2014, the company did not pay corporate tax. This incident directly affected the brand image of Starbucks (Dudovskiy,2017).
Economic
The economic environment has a great impact on Starbucks' profits. It reflects the purchasing power of consumers in a country, which has an impact on Starbucks' profitability in the country. Another country's economic stability also affects the company's profitability, because in an unstable country, not only the purchasing power of consumers will be affected, but also labour costs and other costs. For example, the economic crisis has greatly reduced consumers' spending power. In 2008, Starbucks' revenue dropped 28% compared with the previous quarter. In addition, the crisis has led to the closure of 900 stores and the layoff of 6700 employees (Dudovskiy, 2017).
Currency exchange rate, inflation level, unemployment rate and a series of other economic factors also have a great impact on Starbucks. For example, as the value of the dollar in foreign markets increases in local currency, the dollar purchased decreases, thus reducing the company's total profit. For example, a stronger dollar led to a 2% drop in total revenue in 2015. In the first quarter of 2015 alone, the adverse exchange rate reduced Starbucks' revenue by $92 million. In addition, due to the macroeconomic environment of inflation and the decline of profits, the company still must face the pressure of rising operating and labour costs, which makes the company squeezed from two aspects (Dudovskiy, 2017).
Social
Local culture and consumer preferences can affect Starbucks' sales. The sales volume of Starbucks largely depends on the preferences of customers. If the preferences of customers change, the sales volume of Starbucks will decline. Starbucks needs to pay attention to the preferences of customers. In addition, the level of local consumption also has a certain impact on the company. For example, Starbucks needs to provide cheap products to meet low-level customers, but this will have to sacrifice the quality of products. This is the social and cultural challenge faced by Starbucks in expanding its market share to cover low-end consumers (Pratap,2018).
Some consumption ideas will also affect the operation of the company. For example, consumers of "green" and "moral fashion" will take options to buy goods. They will focus on worrying about the social and environmental costs of the brands they consume, so Starbucks must pay attention to this (Pratap,2018).
Technological
Starbucks introduced the Wi-Fi function, now the importance of the Internet to consumers is beyond doubt. This function makes more and more people like to work at Starbucks while drinking coffee. It enhances the consumer experience. In addition, Starbucks has also cooperated with apple to own applications and issue discount coupons, which makes more customers spend at Starbucks (Pratap,2018).
Now Starbucks also supports mobile payment, which greatly facilitates the way consumers consume. Nowadays is a technology era, the benefits of technology to companies are undoubtedly huge. Starbucks makes good use of information technology to improve the company's performance (Pratap,2018).
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Strengths
Strengths - Building Strong Customer Connect Through Value-Added Services
All activities of Starbucks focus on customers. In addition to providing customers with high-quality products, excellent value-added services are also the key to retain existing customers and attract new customers. The company not only provides the world with a variety of high-quality coffee blends and delicious cakes, but also attaches great importance to the experience of customers in the store. In order to improve the overall shopping experience of customers in the store, every Starbucks store will play some music rarely touched by customers. The design of the store is also very artistic, and customers' mood is relaxed to a certain extent. In order to improve the overall shopping experience of customers in the store, the company provides unlimited Wi Fi services to customers free of charge in all Starbucks stores. Customers can not only buy their products online, but also directly subscribe to various high-level news resources and entertainment information online. Playing games to get Starbucks points not only caters to millennials' hobbies, but also improves their loyalty to Starbucks to some extent. Through the perfect combination of its products and value-added services, Starbucks can not only produce differences with its competitors' products, but also greatly improve its competitive advantage (MarketLine, 2020).
Strengths-operational network strengthens strategic position
As of November 2019, Starbucks has more than 31000 stores in nearly 80 countries (Statista, 2019). Its powerful operation network can effectively solve the needs of its 31000 stores. The company’s stores and franchised stores are the two main business models of Starbucks. The number of these two types of stores is almost evenly distributed, of which 51% are operated by the company and the remaining 49% are franchised stores. Starbucks has 17454 stores in America, 9684 of which are operated by the company and 7770 of which are franchised (MarketLine, 2020).
Strengths-Strong financial performance
Starbucks' annual revenue has been on the rise from 2010-2019, especially during 2017-2018. A high return will not only ensure the original shareholders' investment, but also attract many potential investors. The company's financial report shows that its annual revenue is $24719.5 million in 2019, while the annual revenue in 2017 is $22386.8 million, with an annual growth rate of 10.4%. The sales volume of stores operated by the company is 11.6% and that of franchised stores is 12.6%. In addition, the company's net profit margin was 18.3% in 2018, compared with 12.9% in 2017, an increase of 5.4%. The operation cost of Starbucks also presents a good development trend. In 2018, the company's operating costs accounted for 76.7% of sales, while in 2017 the ratio was 81.5%, down 4.8%. With the increase of revenue and profit and the decrease of operation cost, the company has enough capital to invest in the operation and expansion of the enterprise (MarketLine, 2020).
Weaknesses
Weaknesses-Dependence on Americas for majority of revenue
Most of Starbucks' revenue comes from America. Starbucks' American operations include company owned and franchised stores in North America, Canada and Latin America. In 2018, America accounted for 69% of the total revenue and operating revenue of the company's Department, and mainly sold in the United States. Although his international business covers a wide range, including China, Japan, Asia Pacific, Europe, the Middle East and Africa. But the company's international business accounted for only 23% of total revenue in 2018 (Investopedia, 2020). This also shows that Starbucks' income depends on America, so the company needs to pay more attention to and bear the American economy and politics, and its business risk increases accordingly. Over reliance on the Americas could reduce the company's market share and potential growth opportunities, while the company's international business could be hampered (MarketLine, 2020).
Opportunities
Opportunities-Focus towards Asia Pacific to increase its revenue
In recent years, Starbucks has also begun to focus on the development of its business in Asia Pacific countries, including China, Japan, Indonesia and India. The company is likely to increase and expand its business network in Asia Pacific countries. In 2018, 18.1% of the company's revenue came from China, and 3300 Starbucks stores have taken root in China. In addition, the company expects to open about 6000 stores in China in 2021. In 2019, under a joint venture agreement with Tata global beverage, the company set up 10 stores in India. In addition, the company works with local online food aggregator applications, such as Swiggy, to deliver food to customers. The main purpose of the joint venture is to expand its business network. In 2018, as a result of this measure, the company's sales increased by 30% in the October December quarter. In the same year, the "Starbucks reserve roaster Tokyo" project was launched, and a new Starbucks coffee shop opened in Japan, offering 100 kinds of coffee and tea drinks, as well as handmade Princi Italian food in Japan (MarketLine, 2020).
Opportunities-Foodservice industry in the US
It is expected that the U.S. food service industry has a good development prospect, and its catering industry will achieve a good growth trend. According to internal research, the strong economic strength of the United States and the increasing demand trend of consumers will promote the catering service industry in the United States to achieve $758.832 billion by the end of 2020. The company mainly sells its high-quality products to large catering service organizations in the United States, such as best coffee roasted whole beans and coffee powder, Tazo tea, et al. There are a wide range of sales agencies, including hotels, restaurants, distributors who provide coffee for companies, airlines, etc. Data show that the company has 17454 stores in the Americas in 2018. As a result, Starbucks is in a favourable position in the US food service industry with a good development prospect (MarketLine, 2020).
Opportunities-Global hot drink market
Hot drinks are becoming popular all over the world, especially in the Asia Pacific region. Among them, China's beverage market accounts for 45.5% of the beverage sales in the Asia Pacific region. Starbucks can take this trend to increase its sales. According to the report, the global hot drink demand is expected to achieve strong growth. In 2017, global hot drink consumption reached 11191.7 million liters, which is expected to rise to 12299.5 million liters by 2022, achieving a growth rate of 1.9%. In addition, there are 156516.4 million US dollars spent on the hot drink market in 2017, which is expected to reach 2017.02 billion US dollars by 2020. The vigorous development of hot drink market provides Starbucks with a high demand development environment (MarketLine, 2020).
Threats
Threats-Competitive market
The fierce global food service market poses a huge threat to Starbucks' sales channels and markets. If you want to survive in a competitive market, the company must consider many factors, including price, service, product quality and so on. In the international food service market, many powerful competitors pose a major threat to the company, such as McDonald's, Nestle, Krispy Kreme Doughnut, et al. McDonald's is an enterprise with high brand awareness in the world. Its specialty coffee （McCafe） has been recognized by many countries. If the company plans to expand into some new markets, McDonald's high brand awareness will cause great threat (MarketLine, 2020).
Threats- Increase in raw material costs
The core value of Starbucks is to provide high-quality coffee. The company has always insisted on using only high-quality Arabica beans, coupled with the 'dark roast' method, the company's coffee taste unique.  Depending on the perfect baking and high-quality raw materials of coffee products are all factors affecting its price. Weather, bargaining power and natural disasters are all factors that affect the price of coffee beans. Changes in the price of coffee beans will have a direct impact on Starbucks' sales (MarketLine, 2020).
Threats- Compliance Costs Associated with Government Regulations
Starbucks has more than 31000 stores in nearly 80 countries around the world, so the company needs to comply with relevant laws and regulations in more than 80 countries. Changes in relevant laws and regulations may affect the sales of the company's products (MarketLine, 2020).
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For a company, it is very important to set correct objectives in the development of the company. Because clear and correct objectives can make the company develop a series of projects to achieve these correct objectives, and can make the company have a objective to develop without deviation and achieve return on investment. The SMART approach enables managers to effectively develop and manage marketing activities (Scalia,2020).
At present, Starbucks has some problems to solve. The first is the high price of Starbucks products for some middle-class and working people. Its high price makes some consumers unable to bear and lose some customers. Second, there are too many competitors, such as Dunkin Donuts, McDonalds McCafe. It makes Starbucks lose a lot of customers.
Based on the above problems, Starbucks' marketing goal is to launch new products and lower price products to absorb middle class and office workers and recover lost customers. Nowadays, with the development of e-commerce, Starbucks can focus on the common development of online and offline. In addition, Starbucks also needs to improve its service quality.
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Targeting
The marketing target is a strategy that the enterprise subdivides the large market into smaller market segments according to its own situation, in order to make the company focus on specific customer groups (Yesbeck,2020). Starbucks' target market is from middle-income to high-income workers, who are eager to buy high-end products. Starbucks adopts the same marketing strategy. They see the market as a single part. One of the main challenges of using this target market strategy is to develop a brand that meets each customer. They use their services without quality compromises to achieve this goal strategy and grow actively throughout the industry for many years (Sabrena,2018).
Segmentation
Market segmentation is the process of dividing the market into groups with different natures, which is roughly divided by gender, income, age, and ethnic background. Starbucks classifies high-income people aged 25-40 as the company's first target group, and wealthy families aged 18-24 as the second target group. The marketing strategy of Starbucks lies between mass marketing and segment marketing; their goal is the wider public. Starbucks has also segmented its market by selecting store locations from a demographic and geographic perspective with educated coffee lovers (Sabrena,2018).
Positioning
Market positioning refers to the position of the company in the eyes of consumers compared with the products of other competitors. Market positioning refers to the process that a company establishes a brand or product image or logo so that consumers can perceive it in a certain way (Wilkinson, 2013). Starbucks develops a unique market position for their products and positions itself as a famous brand in the market. Starbucks is based on consumers to develop positioning strategies, in order to provide customers with better services. Because Starbucks has developed a customer-based positioning strategy, it provides the greatest convenience in terms of layout, music furniture and employee satisfaction.
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Product
Starbucks has a leading position in the world's leading coffee shop chain. The company needs to face many strong competitors, such as McDonald's, Burger King, Nestle and so on. If the company wants to maintain its leading position in the industry, product and portfolio innovation is one of the necessary conditions to maintain its competitive advantage. New products can attract and retain more customers. For example, the company added star bingle series after acquiring the coffee connection in 1994. The appearance of star bingle series not only expands the sales target of the company, provides more choices for customers, but also can better meet the needs of consumers, thus obtaining more sales. In addition, Starbucks uses "Tazo tea" to meet the needs of tea drinkers（Greenspan, 2019）. Now, Starbucks mainly targets high-income groups, such as office workers. The company can also provide healthy and interesting products for children.
Price
Starbucks adopts a premium pricing strategy to maintain its high-end corporate image. This strategy reduces the price sensitivity of customers by providing customers with high-quality products, to sell products or services with higher prices than the industry. Most of the company's products are higher than its competitors. The company's target is high-income and high consumption income, which ignores the purchasing power of the middle and low-class people. However, competitors (like McDonald's) use the price advantage of their products to occupy this huge market (Dudovskiy, 2017). As a result, the company can expand the scope of its target audience and launch a series of products with lower prices to attract the middle and low class.
Promotions
Word-of-mouth marketing, advertising, public relations and promotional activities are the main ways for Starbucks owners to spread their product information. Starbucks can become popular through word-of-mouth marketing. In the marketing mix, word-of-mouth usually focuses on providing the best customer experience to encourage people to spread positive comments about the business. The company can also promote its products through television, print media and the Internet. Promotions can be used in the Starbucks rewards program, which involves free gifts that customers can use after purchasing a certain number of company products. Companies can use public relations, although they are not always successful. For example, establish some social foundations to provide welfare for people / animals (Greenspan, 2019).
Place
Starbucks can pay more attention to its online channels and realize the common development of online and offline channels. Offline sales can be realized through the company’s stores and franchised stores. Online sales can be realized through cooperation with some large shopping platforms, such as Tmall global, Amazon, et al. The rapid development of e-commerce provides a huge platform for Starbucks, which is conducive to the development of its international business (Greenspan, 2019).
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First, Starbucks is a service industry, and there is no doubt that service is very important, because customers in the process of commodity trading again often not only expect the quality of commodities, but also hope to have a high-quality service. Starbucks should pay attention to the training of employee service. Improve employees' awareness of the importance of service and cultivate their subjective initiative. In addition, Starbucks needs to increase the quality tracking and feedback mechanism. Through the feedback on the purchase in the store or the member customers of the company, it can better grasp the customers' evaluation of service quality and improve the service quality of the company.
Starbucks should add more low-cost new products. First, the company should recruit more designers to design, produce and test new products. With the cost of making product prototypes getting lower and lower. Starbucks can execute multiple creative projects and test new products of multiple ideas at the same time, so that the company can quickly launch new products to recover lost customers and occupy more market share.
Starbucks can promote its online stores on some social platforms through social media marketing. In addition, the company also needs to establish e-mail marketing to communicate with customers. Companies can encourage users to register and join through incentives. In addition, it can also attract customers to consume online through attractive online product pricing or some discount coupons. At the same time, establish online sales dialogue to answer customers' questions. Although online sales dialogue is virtual, it can make customers feel good service attitude by speaking method (Wilson,2020).
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Monitor & Evaluate
In the process of implementing the marketing strategy of Starbucks, there will be problems of different sizes. Therefore, it is very important for companies to plan how to monitor and measure performance. First, the company needs to check the changes in sales, check the sales during the marketing activities, and keep track of the long-term response to monitor delayed effects. This is a very simple and low-cost method. Companies can check existing customers' preferences for new products and online store functions and services. Companies need to monitor the implementation of marketing strategies. Evaluate and analyse each project regularly. If the progress of the strategy is too slow, the company needs to evaluate whether the strategy is cancelled or increased. In addition, Starbucks can also compare with other competitors, and calculate the market share based on the completed sales data to compare the effect of the strategy. Then the company needs to monitor the rate of return on investment, calculate the cost of the marketing activity and compare the profit generated by the marketing activity, and finally decide whether the activity is worth keeping (Smith, 2018).
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Based on the SOSTC model, this paper makes a comprehensive evaluation of Starbucks, to increase its sales and solve its overall problems. At the beginning, it introduces the enterprise briefly and uses PEST and SWOT model to analyse the industry of the company comprehensively. From the analysis of its external environment and internal environment, it knows what the problems of the company's marketing strategy are. Then three small goals are set for the company, and the main methods are given after the market positioning, segmentation and positioning of the company. Then use market mix theory to analyse the company's products, prices, place and promotions, and give suggestions, to get some detailed strategy implementation methods. Finally, an effective monitoring method is given to evaluate the marketing strategy of the company.
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